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Abstract
People have been consuming alcoholic beverages for thousands of years, making them part of happy and traditional moments in 
many cultures. As a result, a lot of brands emerged producing different kinds of drinks and a powerful market was created. To 
captivate new customers and keep pleasing current users these brands have to amaze them not only with their product’s quality,
but also with experiences that take their usability to a new level. By using concepts of cognitive ergonomics in order to 
understand their emotions and desires, the brands can design interactive experiences that will be important to build a strong
branding strategy and establish and long-lasting and powerful connection to the users. This paper intends to demonstrate how 
design can create a special experience for users and make them loyal to the brands by showing cases from Absolut and Heineken. 
As we understand the relation between cognitive ergonomics, interaction design and branding, we can learn from those 
companies how user-centered design tools and techniques applied to building interactive experiences impact users and their 
impressions towards the brands, resulting in good market results and a loyal clientele.
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1. Introduction
Mankind has been evolving through times and the products that we manufacture are symbols of this evolution. 
As we produced our first shelters outside of caves and created objects like knifes, arrows and coats, we were able to 
survive in different and harsh conditions, ensuring that humans could populate and develop in all the corners of the 
Earth. If in the beginning artefacts were generated without any structured methods, by try and error and learning 
from past experiences, nowadays we face a reality where many aspects are considered in the design activity. 
According to Petroski [1] the evolution of objects has a major impact in habits and social interaction and Design 
comes to create better projects and fulfill the needs of society.
That is where Ergonomics shows its importance. We understand ergonomics as: “[…] the scientific discipline 
concerned with the understanding of interactions among humans and other elements of a system, and the profession 
that applies theory, principles, data and methods to design in order to optimize human well-being and overall system 
performance” (IEA – International Ergonomics Association, [2]).
With the rise of artefacts’ offer, the users became more demanding regarding all aspects of a project, always 
evaluating and seeking special care related not only to the aesthetics of the product, but also to its functionality and 
usability, challenging manufacturers to be more careful with their creations, as competition is as close as it gets.
Since its invention in the 20th century the computer is becoming more and more important in our day-to-day life, 
expanding its use beyond the original military and mathematical purposes. With the establishment of the Personal 
Computer (PC) in the mid-70s an exponential growth began in terms of the application of computer systems in all 
sorts of artefacts and we currently can find them anywhere from cellphones to cars and even a whole house. In this 
process it became very important to observe how people interact with these devices in order to design and improve 
artefacts focused on their usability, that according to Nielsen [3] is about learnability (the system should be easy to 
learn), efficiency (the system should be efficient to use), memorability (the system should be easy to remember), 
errors (the system should have a low error rate) and satisfaction (the system should be pleasant to use). Nowadays 
many digital interfaces are used in the market in order to create an interaction between users, products and brands 
and these devices can deliver unique experiences. The popularization of Virtual Reality (VR), for example, allow us 
to build special moments and environments providing the brands with the opportunity to deeply communicate with 
their customers, exploring emotional and sensorial aspects that will help them to establish an exceptional bond 
between clients and manufacturers.
One of the best opportunities to create those special bonds is when people are outside of their homes and offices. 
In moments of relaxation we expect to have fun and experience happy moments with friends, family or even by 
ourselves. By providing great moments for the community, companies receive good responses from the audience 
and those responses are closely related with of the users’ feelings towards the brands. Increasing people’s empathy 
to a brand is the best way to build a solid clientele and a good market share which leads to good financial results and 
sustainable business.  Being deeply related with fun moments, the alcoholic beverage companies can beneficiate 
from designing experiences and artefacts that create those effects on people. By knowing their clients, these 
organizations can build a strong marketing strategy that includes sponsoring personalities and events that relate to 
their audience, designing audiovisual features that surprises and amazes who sees them, and other activities that will 
not only get the momentary attention of someone, but create a buzz that will affect directly the brand’s propagation 
and ultimately their value and sales results.
In this paper we will explore the use of design as a tool to provide great experiences for users by analyzing 
projects from two of the biggest brands in the industry, Absolut and Heineken. Using the concepts of cognitive 
ergonomics, these companies clearly understand who are their audience and what can they do to surprise them in 
order to make them not only clients, but ambassadors of their brands. We will investigate the Heineken Experience a
place built in Heineken’s first factory in Amsterdam and the Absolut Art Bar, a project from the Swedish vodka 
manufacturer in partnership with many designers to create special lounges of the brand in art expos that are 
sponsored by the company. 
2. Methodology
In order to examine the concepts of cognitive ergonomics, usability and interaction design and its relations to 
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successful branding strategies in the alcoholic beverage market it was made a literature review combined with 
interviews and visiting the studied companies’ websites.
By reading books regarding ergonomics, interaction design, user-experience design, emotion design, branding 
and marketing we intended to have broad understanding of what is the importance of considering the user as the 
main subject in the designing process and how can we use the concepts of cognitive ergonomics to understand their 
way of think and how to get in touch with their emotions. We also expected to establish a connection between 
designing emotional experiences and the appreciation built towards the brands that provided those moments.
As we emerged in the case studies, we consulted both Heineken’s and Absolut’s websites to understand better 
about their projects. Statements were collected as well as direct interviews and surveys were made to understand 
how people reacted and felt about the projects and its impact in the brand’s appreciation.
3. Cognitive Ergonomics, Human-Computer Interaction and Usability
As it was stated in the beginning of this paper, Ergonomics studies the interaction between human beings and 
systems, seeking the best way to adapt a project to people’s necessities. According to Dul and Weerdmeester .[4] it 
began to evolve in World War II, combining the appearance of new technologies and efforts by the human and 
biological sciences with the goal to solve project issues. The authors also say that this interdisciplinary involvement 
brought great results and this development was used by industries after the war in the United States and EuropeIn 
this paper we will focus on Cognitive Ergonomics, which is related to the mental aspects, like perception and the 
user’s memory and one of its most important fields of study, the Human-Computer Interaction (HCI). 
First it is important to understand what is “cognition” and what is its relation with ergonomics and designing a 
successful artefact. Cañas and Waerns [5] say that we understand cognition as obtaining, maintaining and using 
knowledge. So, “in order to perform a task, a person should perceive stimulus from the environment, receive 
information from others and, decide which the best choices of action, communicate those information for people that 
can perform these tasks and so on. All of these aspects are related to the psychological or cognitive ergonomics.” 
[5]. Indeed when we think about a well-designed user interaction system, all cognitive aspects should be considered, 
since it shapes the user’s intellectual repertoire. As a result, ergonomics increasingly observes other areas, such as 
usability and accessibility.
It is a fact that the information and communications technology (ICT) have been exponentially evolving in the 
last decades. If 30 years ago it was difficult and expensive to acquire phones or personal computers (PCs), nowadays 
a wide variety of people have access to all sort of gadgets that makes communication a lot easier. Also, a great deal 
of objects have computer systems built in them, from refrigerators and stoves that can be fully programmed 
according to the owner’s needs, to cars and whole houses controlled by remote controls. This scenario allowed 
people from all over the world to interact more and also made them more demanding in terms of technological 
innovation. The designer plays a decisive role in conceiving artefacts and environments that are able to promote a 
pleasing interface with the user. As stated by Rogers, Sharp and Preece [6], a critical concern of interaction design 
(ID) is to create interactive products and systems which are usable – easy to learn, effective and pleasant to use.
Also, an important part of ID, continues the author, is the study of HCI that is “a discipline concerned with design, 
evaluation and implementation of interactive computer systems for human use” (Special Interest Group on 
Computer-Human Interaction – SIGCHI -, 2015). [7] By exploring human factors and sensorial aspects with the 
assistance of digital interfaces the brands will be able to offer remarkable experiences that will be happily 
remembered. 
However, it is important to point out that it’s so important to focus on delivering a good experience that any 
mistake can turn what was meant to help building a good relationship with consumers into destroying a company’s 
image in their eyes. Because of that thin line it is very important to know your target and their profile in order to 
provide them with the best product or service with great usability. According to Nielsen [3], usability is about the 
little details and that’s why a multidisciplinary and broad effort of usability engineering is required to find and act 
on these details.
In order to better understand and apply usability, we must consider de user as the main focus in the design 
process: “User-centered design methods and strategies are concerned with incorporating the user’s perspective into 
the system’s development process to achieve usable systems and smarter products or improve existing ones.” [8].
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Design is meant to improve the interaction between the systems and those who will use it, making their lives easier 
and causing less damage to the environment by spending resources more wisely. As we talk more and more about 
reducing waste – both of resources and time – and enjoying life in a healthier way, design comes to offer innovative 
solutions and the organizations that accomplish that goal and communicate it well to society will add value to their 
brand and achieve great results. 
4. Digital Interfaces and Virtual Reality
In order to understand the role of Human Factors in conceiving a successful interactive system, it’s important to 
know about interfaces. Oxford Dictionary states that interface is “A point where two systems, subjects, 
organizations, etc., meet and interact.”. Is the designer’s duty to conceive an artefact and make sure that whoever is 
going to use it can understand its functioning. In a TV set, for example, should be clear where the wires must be 
connected, which buttons are used to control the volume or change channels and so on. Building a great interface 
with the effort that it requires will determine the usability level of the product, directly influencing its success on the 
market.
Nowadays, designers create digital interfaces that allow users to interact directly with all sorts of systems. As said 
by Rogers, Sharp and Preece [6], interface design finds itself, along with experience design, user-centered design, 
interactive systems design and product design, in the scope of interaction design which focus on creating user 
experiences. 
“Successful interface design is a key factor in how increasingly complex, system-integrated products such as 
cellular phones, websites, cars and computers are accepted by the user.” [9]
We can clearly see in our day-to-day lives the application of the concepts shown, as our cars are equipped with 
onboard computers that help us in a variety of activities, our refrigerators regulate their own functions and sound 
systems can guide us through a museum, providing a different and enjoyable experience. 
One of the ways to offer great experiences to customers is by using virtual reality (VR), which “uses computers 
to create 3D environments in which one can navigate or interact. Navigate implies the ability to move around and 
explore the features of a 3D scene […] Interaction means the ability to select and manipulate objects in the scene.” 
[10]. It is possible to notice the influence of using virtual reality and other kinds of digital interfaces in delivering a 
remarkable user experience. Projects designed with this purpose often stimulates people’s curiosity and engagement 
in a high level. As a result, people will not only enjoy those experiences but will also tell others about it, leading to 
growth of appeal and popularity towards the brand and most important to great market results and increase of the 
value that individuals attribute to a brand, also known as brand equity. American Marketing Association [11]
defines brand equity as: “The value of a brand. From a consumer perspective, brand equity is based on consumer 
attitudes about positive brand attributes and favorable consequences of brand use.”. [11]
5. User Experience Design (UXD)
User experience design (UXD) is – as defined by Gavin Allanwood and Peter Beare [12] – a set of methods 
applied to the design process of an interactive experience, where the quality of the user’s experience is the main 
concern. Since today’s products have fewer technical differences, the manufacturers are starting to turn their 
attention towards the clients, understanding that they are the most valuable asset of any company and that their 
needs and desires have to be fully considered. To fulfill their wishes, even the unknown ones, the organizations have 
to know deeply to whom they are willing to sell their products. Nowadays it is very important to understand how 
your audience thinks, what they do in their spare time, who they talk to, what they want for their lives. It is by 
understanding the user’s inner self that we can predict and offer the things that will be considered valuable to their 
lives, now and in the future. That mindset is the key to achieve competitive advantage and a real knowledge of your 
target, which can drive your strategies for many years and lead to a sustainable business. 
6. Emotion Design
In order to achieve such depth, we should look into the users and connect to their emotions, trying to find what 
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drives them in all aspects of their lives. According to Norman [13] “the emotional system changes how the cognitive 
system operates. […] emotions aid in decision making.”. The author also say that the human beings, as the most 
complex of all animals, have three levels of the brain: “the automatic, prewired layer, called the visceral level; the 
part that […] control everyday behavior, known as the behavioral level; and the contemplative part of the brain, or 
the reflective level.”. All of these levels build our intellect and influence our actions, from the simplest, like escaping 
from a hot surface, to complex ones like choosing one product or brand instead of the other. It is by recognizing and 
considering such complexity in our behavior that companies can use interaction design and all of its ramifications to 
promote experiences that communicate with their customers in the deepest level, since “A person interprets an 
experience in many levels, but what appeals at one may not at another. A successful design has to excel at all 
levels.” [13]
Brands that achieve this depth fill the users with a strong sense of satisfaction and trust which they will carry for 
a great deal of time as long as the company comprehends that that is the key to reach a sustainable business. By 
using UXD, the brands can build in their public a deep emotion towards their products and create not only a great set 
of customers, but real propagators of the organization’s values. “As examples of business strategies focused on user 
experience design in some investments made by big brands, like the Apple Store, from Apple Inc., Sony Style 
stores, from Sony, the Disney theme parks and many others” [14]. What these places have in common is the 
immersion of the customers through interactive experiences and a design project focused on their needs and desires, 
evoking much more than aesthetic or functional aspects, but considering emotional responses as a key factor to their 
interaction with the environment. That includes the choice of lightning, color, scent, sounds and a great care with 
communication, ergonomics and usability of the whole project.
7. Branding
As defined by the American Marketing Association (AMA), a brand is a “name, term, design, symbol or any 
other feature that identifies one seller’s good or service as distinct from those of other sellers”. [11] Moreover, a 
brand should represent the company or product’s identity and principles, communicating to the public which 
benefits can be obtained by purchasing that artefact. Because of that, it is very important that the organization is 
aware of who they really are, what their purpose is in the market, what sets them apart from the others and how to 
use the strategic tools to communicate those values to their target. As stated by Kotler and Keller [15], the 
companies fulfill people’s need by offering something valuable to them. This intangible value is materialized by an 
offer – products, services, information or experiences – and a brand is an offer from known source. When talking 
about a “known source”, the authors mean that the brand is responsible for communicating safety and credibility that 
the manufacturers took years to build. Once the users are willing to spend resources – money, time or any other kind 
– in acquiring that product, they want to be sure that their expectations will be met and by recognizing a brand that 
they have had a good previous experience, it makes the decision making process easier.
As the organizations are becoming more aware of this scenario, they are realizing that it is important to take care 
of the brand as their most valuable asset. In today’s market, the consumers are increasingly becoming more aware of 
what they want and what part they play in the organizations’ future. As the ICTs evolve, a live communication 
channel between brand and clients is always available. Specially with the social networks, anyone have access to the 
manufacturer’s history and information about facilities, policies, products, social responsibility and so on. With that 
in hand, the users make their choices based on a variety of aspects. This is a great power that the organizations have 
to consider, making sure that this relationship with the public, the quality of their product and other services as well 
as their awareness and contribution to the environment and the community be flawless. 
Because of that, the brands should increasingly build an emotional connection with their audience. According to 
Perez [16] brands have an important role in the buying process, going beyond the idea of mere facilitators of 
business transactions to powerful and complex signals of social status and being in the world. In fact, they have the 
power to symbolize the deepest feelings and be a part of the user’s most important moments, sharing those 
experiences with them and becoming a representation of those emotions. When a company realizes that delivering 
those special moments have as deep – or even more – of an impact on the public than performing modifications on 
the product itself, they know that they have found a way to be relevant and innovative. At the end, what matters is 
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that they should focus on understanding and delivering what the users really appreciate in life. We can observe that a 
lot of big companies are more aware of the power of the brand and seek to listen more to their customer’s opinions 
and feelings in order to offer them with the best product to fulfill their emotions and spreading the word that this is 
their main goal. 
One of the markets that best explores the concepts and tools of design and branding is the alcoholic beverage 
segment. As a big part in the leisure moments of most people, drinks are related with fun experiences, happiness and 
emotional times for those who enjoy it and traditionally the companies understand the user’s importance in their 
marketing strategy. That perception can be easily observed in the investments made by some companies to 
communicate their identity and seek a deep interaction between the brand and consumers. As any other artefact, the 
alcoholic beverage market has to deal with a lot of similarity between products. Even though there will always have 
those who can’t be compared with any other, most of the brands can’t say that their formula is unique or a lot better 
than the other ones available. With that being said, it is by putting a lot of effort and creativity in their marketing 
strategy that they can differentiate themselves from the others. Marketing is defined by the American Marketing 
Association [11] as “the activity, set of instructions, and processes for creating, communicating, delivering and 
exchanging offerings that have values for customers, clients, partners, and society at large.” and there is a new word 
that represents the holistic importance and impact of a brand strategy, branding.
Branding is about managing a brand, “from differentiation and positioning, to identify and perception research” 
[11]. What we can learn from powerful brands such as Coca-Cola and Adidas is that they understand the whole 
scope of building a strong brand and what is the role of the consumer in this process. Each move of those companies 
are preceded by a great deal of research and deliberation on what is important for their customers, what they expect 
from every release and how they can be amazed. Dealing in a day-to-day basis with happy moments, the alcoholic 
beverages also have a great opportunity to explore branding strategies and design tools and techniques to create the 
value that clients appreciate. In this paper, we will explore two cases from big alcoholic drinks companies: Absolut 
Vodka and Heineken.
8. Case studies
A Swedish company that was created in 1879, Absolut is one of the most famous brands in the industry and a big 
part of that recognition comes from their creative and innovative branding strategies. By giving design the 
importance that deserves, the company managed to differentiate itself from the competitors from the beginning. 
Building and exploring correctly their iconic bottle in ads and other campaigns, Absolut does not play a supporting 
role in any place that it competes. In addition of having an amazing product, which is off course crucial to play such 
an important role in the market, Absolut have been investing for many years in design and marketing in order to 
build up their brand. One of their major strategies is to collaborate with artists, designers and personalities to create 
special bottles and campaigns. Famous projects include the Absolut Disco, a bottle covered with glass to remind us 
of discotheques, Absolut Brooklin, made in collaboration with New York’s famous filmmaker Spike Lee, Absolut 
Rainbow, which is dedicated to the gay community and Absolut Masquerade, covered in red paillette. In their 
website [17] we can easily have access to all the current collaborations and be amazed with the projects that are 
deeply explained. We can also see recipes for drinks using each of the Absolut flavors, showing that the company is 
not only concerned about selling the bottle, but mainly to show people how to enjoy experiences with their brand.
As part of that philosophy, Absolut also sponsor events all around the world and designs special experiences for 
promoting the brand. One example is the support to art events, specifically the Art Basel that is held in Switzerland, 
Hong Kong and the United States. In each of those locations, Absolut collaborates with designers in order to build a 
distinctive environment, filled with elements from the site’s cultural background and the artist’s own identity. By 
looking into the projects we can see that interaction design is an important pillar to achieve such remarkable results. 
The “Apocalypse Postponed” – project signed by Hong Kong’s native artist Nadim Abbas for the Art Basel Hong 
Kong 2014 – creates a location described as “a bunker set in the skyline of Hong Kong. The inspiration comes from 
“Blade Runner”, a movie that is often associated with Hong Kong’s urban landscape and Abbas collaborated with 
fellow designers to conceive an atmosphere that includes sandbags framing metal-framed windows, specially 
designed soundscape, monitors displaying a series of animations and other elements associated with Abbas’s work. 
Also, a special set of cocktails was made to complete the whole experience. Another project, called “Better Days”, 
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was made in collaboration with American artist Mickalene Thomas for the Art Basel in Basel, Switzerland, in 2013. 
She was inspired by the domestic aesthetic of the 1970s and the parties hosted by her mother back then, filling the 
Galerie at Volkshaus with shag rugs, wood paneling and custom sofas. In the words of Absolut’s Vice President of 
Marketing, Jonas Tahlin, “(she) developed an incredibly ambitious and immersive concept. From celebrity guest 
DJs spinning 70’s classics to a bespoke range of punches and cocktails, Better Days will give visitors a truly unique 
experience.”. 
Combining art, emotion and interaction design, Absolut was able to connect with the public in a high level and 
delivered to them unique moments which they will for sure remember for many years and will appreciate the brand 
even more, not only buying their products, but talking about their philosophy and how they were able to show 
everybody a great time.
Another company that values design and cognitive ergonomics in order to understand and deliver emotional 
experiences for their users is Dutch brewery Heineken. Founded by Gerard Adriaan Heineken in 1864 in 
Amsterdam, the Netherlands, Heineken is one of the biggest breweries in the world and one of the most valuable 
brands in the industry – currently in 83rd among the 100 most valuable brands of 2014 by Forbes Magazine and 2nd
between the alcoholic beverage companies. Since the beginning, the company always praised innovation, both in the 
production process and the marketing strategies, being the first non-American beer to be sold in the USA, right after 
the Prohibition’s end, and arriving in places like Africa and Asia earlier the most of the other brands.
Throughout its history, Heineken made clear the goal to travel around the world, spreading its quality and 
tradition as well as building an impactful brand. To achieve that, acquisitions were made, for example the purchase 
of fellow Dutch brewery Amstel, in the late 60s, and by planning ambitious marketing strategies, becoming famous 
worldwide. Nowadays we can see Heineken’s logo sponsoring sports events like de Heineken Cup, the most 
prestigious rugby competition in the world, and the UEFA Champions League, the biggest soccer tournament in 
Europe as well as music festivals such as Rock in Rio. The organization also can be found with other brands that 
they manage – like Sol and Edelweiss – in over 70 countries around the globe. 
Heineken stands out by a constant care with design. Featuring an iconic label, another prominent element in the 
product is its traditional green bottle, which sets them apart from other brands. They also show a constant care for 
innovation, creating new packaging for various occasions. One of the current and interesting innovations promoted 
by the brand is the igNITE, an accessory designed specifically to add brightness to the bottle and make it noticeable 
from distance in parties. As part of their global marketing plan, Heineken opened in its first factory the Heineken 
Experience, a mix of museum, bar, conference room and entertainment center that was projected to show all their 
visitors the history behind the beer and invite everyone to experience the Heineken spirit. With four floors of 
“interactive experiences”, as their website advertises, the building is filled with interactive attractions including 
games, 4D projectors that show how a beer is made, a place where the company’s ads are exhibited among others. It 
was also designed an app – both for iOS and Android systems – available in 9 languages in which you can learn 
about the facility and the brand.
With a quick look in Heineken’s website [18] and social networks it is possible to see how meaningful and 
impactful the moments lived in Heineken Experience are for the visitors. You can take a picture holding a digital 
version of the UEFA Champions League trophy or live through the productive process as if you were the beer itself 
and enjoy all the deep sensations that emerge from those interactions, captivating not only the company’s regular 
customers, but also touching other people’s hearts and welcoming them into the Heineken family. By interviewing 
people that went there and experienced those moments we can easily see the impact: 
“After we visit their old factory there is a 4D cinema that shows us the manufacturing process as if we were 
inside of it, as a beer. You swing, jump, fall into the water, it is really fun and exciting. Then we go to a room filled 
with LED screens and an amazing sound system where some of Heineken’s ads are shown, and they are always very 
interesting and entertaining. Next there are a bunch of interactive games and other entertainment options, the 
Heineken Store and of course the Bar in which you can have a beer and party – there are DJs also in there – with a 
great view of Amsterdam. It is one of the best places in the city and everybody should go.”.
The user’s statement endorses that visiting Heineken Experience goes beyond learning about the brewery’s 
history or having a few beers. The well designed attractions with several digital elements makes it for a 
extraordinary and unforgettable experience, that will be shared with their friends and family who will probably want 
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to see with their own eyes once the go to Amsterdam. Most recently, Heineken launched in London the Heineken 
Pop-Up City Lounges, a lounge bar specially designed for the London Design Festival. “Our Pop-Up City Lounge 
goes back to the very essence of what a lounge bar should be. As part of the design process we asked people what 
the concept meant to them and we were overwhelmed with the responses.”. This statement found on the project’s 
website clearly shows how important design is for the brand and how much they are investing in it since this lounge 
bar will travel around the world along with the festival.
9. Conclusion
After studying the theories about cognitive ergonomics, interaction design and branding we were able to see that 
in today’s market it is very important for the companies to build their brands with great care and observing wisely 
what is meaningful to their audience. As it explores the way that people absorb and comprehend information and 
turns that into action, the cognitive ergonomics’ concepts can be helpful in designing a path to better communicate 
the company’s and product’s benefits and how it relates to the user’s needs and desires. By connecting with their 
emotional system, the brands have the power to attract and make an impact on the users turning them into crucial 
diffusers of organization’s products and philosophy. 
Looking into the case studies, we can see how much the alcoholic beverage manufacturers can benefit from the 
tools and concepts presented in order to improve their connection with people and build up their brand, which will 
lead to more recognition and financial success. Both in Absolut’s and Heineken’s projects we could infer that the 
customer’s habits and values were taken into consideration as they deeply connect to the interfaces, enjoy the 
environments designed and interact emotionally to the brands that provided those experiences. The organizations 
explicitly show us the importance of user-centered design in building their brand. Also, it is clear that their results 
and fame are based in a well-planned and consistent marketing strategy that tries to connect with people’s feelings 
and deliver the best that they have to fulfill their client’s needs and expectations. 
This particular segment can use from the fact that they are deeply related to fun moments to establish a strong 
interaction with the customers and invite them to appreciate great experiences with their product. By understanding 
how people think and absorb information and using experiences specially designed to interact with their emotions, 
the brands will establish a deep relationship with the users and be a part of their lives for as long as they continue to 
take their feelings and desires into consideration in designing products, services and experiences.
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